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Administrative details

Instructor:

Professor Raji Srinivasan, Tel (512) 471-5441




Email: raji.srinivasan@mccombs.utexas.edu




Office: CBA 7.248 (7th floor of CBA North)



Please include “MKT 382” in the subject line of your emails

Meeting times:

MW 11 am to 1230 pm, UTC 1.116
Office Hours:

By appointment on Mondays and Wednesdays.

Reading Material:
Course Packet of Readings and Cases in UT Copy Center.
Overview and objectives

To measure is to know—Lord Kelvin
Marketing managers face increasing accountability of their programs by their colleagues. Finance executives need to assess the payoffs of marketing investments. A recent McKinsey survey, presented at the Chief Marketing Officer Summit at the Wharton School of Business found that CEOs expect marketing leaders to not only cut costs but also increase contributions to the firm’s growth and profits. With this in mind, in this course, we will learn how to measure the effects of marketing programs and strategies.  This course has three specific learning goals:

Metric fluency: Familiarity with key metrics, and the processes by which marketing and operations affect competitive advantage, and performance
Decision making analytics: the use of numbers/analyses to make and justify decision making—both product manager, and Chief Marketing Officer’s perspective. Hence, this course is suited for both users of marketing information and producers of marketing information.

This course focuses on approaches to allocating resources across marketing programs and evaluating the effectiveness of these programs, including the creation of intangible assets including, brands, channels and customer satisfaction.  You will also learn how to evaluate the quantitative impact of marketing program decisions. 

We will cover various topics including: Linking marketing metrics to financial metrics, assessing the ROI (return on investment) of alternative growth paths, market and demand potential assessment, market share measurement, assessing the lifetime value of customers, measuring customer satisfaction, pricing and its link to firm performance.
We will use multiple pedagogical tools including readings, cases, data, discussions, exams, and student presentations. Finally, to make sure that you have current, updated metrics knowledge, a substantial part of the course, in the latter half of the semester will focus on current marketing topics including customer relationship management, emerging markets, business-to-business marketing, social media, and marketing-finance interface. 
Course Assessment

1. Class Participation


20%
2. Group Case Assignments (4)

25% 
3. Midterm Exam
 (Take home exam)
20% 
4. Group Student presentations

10%

5. Final Exam (Take home exam)

25%

Additional details will be provided in class, but the following guidelines will give you a sense of what is expected. 

1. Attendance.  Attendance will be recorded in class every day. Excused absences will be extended for most professional or health reasons.
2. Class Participation. Class participation will be recorded during the course of each class period.  A substantial benefit of this course depends in large part upon the extent to which participate and share your own viewpoints and conclusions. To succeed in this course it is imperative that you read each case to be discussed and come to class with insightful comments that will be interesting to the class. If you must miss a class, please email your class’s TA in advance so that you are not deducted class participation points.   
Class participation is graded using the following guidelines: 


3 points = Outstanding comment, challenge, or rebuttal, standing alone

1 points = Good comment or rebuttal


1 points = Present, not participating, or fair, unenlightening comment
-1 point = Not prepared to comment, not on time for class without prior notification

Class participation is evaluated on quality of participation, not “air time.”  Students who make fewer in-class contributions of high quality are evaluated more favorably than students who make frequent contributions that do not advance the class discussion.
3. Group Case Assignments. Please form groups (3 members each) for case assignments. This report should be no more than four pages in length and will include quantitative analysis of the case addressing questions that will be posted on Blackboard. Your case reports will be due via email by 2 pm the day before the scheduled case discussion.
3. Midterm Exam. An individual take-home exam covering the material from the first half of the course. The exam will consist of a case write up for a case that will be provided to you a few days before the exam.  Additional details will be provided in class. 
4. Group Presentations. Groups will be asked to present a brief on a marketing metrics problem. These presentations are toward the end of the semester. More details to be announced in class. 
5. Final Exam. An individual take-home exam covering the material for the entire course will be given in the last week of class. The exam will consist of a case write up for a case that will be provided to you a few days before the exam.  Additional details will be provided in class. 

 Conscientiousness

Conscientiousness is being thorough, diligent, timely, careful, and paying attention to detail.  Personal elements of conscientiousness include self-discipline, carefulness, organization, and deliberation, some aspects of what has traditionally been called “character.” This course sets a very high standard for conscientiousness to help you prepare for your professional careers as your employers will expect you to practice conscientiousness.

Examples of conscientiousness that are expected in this course:

· Meeting deadlines – missed deadlines for assignments or project milestones will be subject to reduced credit or no credit for that assignment

· Being on time for class – students are expected to be in their seats when class begins or class participation points will be deducted

· Reading and following instructions – written instructions will be provide for all course requirements in email, lecture PowerPoint, and documents posted to Blackboard, read and re-read these instructions

· Maintaining a professional demeanor – students are expected to be calm, professional, thoughtful, engaging, and approachable in their interactions in class and with each other outside of class.
The University of Texas at Austin Honor Code:

The core values of The University of Texas at Austin are learning, discovery, freedom, leadership, individual opportunity, and responsibility. Each member of the University is expected to uphold these values through integrity, honesty, trust, fairness, and respect toward peers and community.

Accommodations for Students with Disabilities: 
The University of Texas at Austin provides upon request appropriate academic accommodations for qualified students with disabilities.  For more information, contact the Office of the Dean of Students at 512-471-6259, 512-471-4641 TTY.
Student Privacy:

Password-protected class sites will be available for all accredited courses taught at The University. Syllabi, handouts, assignments and other resources are types of information that may be available within these sites.  Site activities could include exchanging e-mail, engaging in class discussions and chats, and exchanging files.  In addition, class e-mail rosters will be a component of the sites. Students who do not want their names included in these electronic class rosters must restrict their directory information in the Office of the Registrar, Main Building, Room 1.  For information on restricting directory information see:  http://www.utexas.edu/student/registrar/catalogs/gi02-03/app/appc09.html.

	
	
	
	
	


[image: image2.png]Lecture |Day [Date | Topic
1|Wednesday 18-Jan-12[Lecture: Overview of Course/Marketing Metrics
2|Monday 23-Jan-12| Aqualisa Quartz: (HBS 9-502-030)
3|Wednesday 25-Jan-12|Lecture: Market Management
4|Monday 30-Jan-12|Classic Knitwear - Case (HBS 4217): Submission 1
5|Wednesday 1-Feb-12[Lecture: Market Share Performance Metrics and Share Growth
6[Monday 6-Feb-12|Harrington Collection - Case (HBS 3258)
7|Wednesday 8-Feb-12|Lecture: High Technolopy Marketing
8[Monday 13-Feb-12|Lecture New Product Management T
9|Wednesday 15-Feb-12|Clean Edge: (HBS 4249): Submission 2
10[Monday 20-Feb-12[Update on Marketing Metrics Research
11|Wednesday 22-Feb-12|Lecture: Pricing Metrics
12 Monday 27-Feb-12|Springfield Noreasters (HBS 4188): Submission 3
13| Wednesday 29-Feb-12|Midterm Exam Review
14[Monday 5-Mar-12[Flexible class: Global
15[Wednesday 7-Mar-12[Flexible class: Global
SPRING BREAK
16[Monday 19-Mar-12[Lecture: Advertising & Promotions Management
17|Wednesday 21-Mar-12[Philips Inc: Introducing King Crab to the Trade: 909A04:
18[Monday 26-Mar-12|Lecture: Emerging Markets: Strategies that Fit Emerging Markets (R0506C)
19| Wednesday 28-Mar-12|Colgate Max Fresh: (HBS: 9-508-009): Submission 4
20| Monday 2-Apr-12|Lecture: Customer Relationship Management: Mismanagement of Customer Loyalty: R0207F)
21|Wednesday 4-Apr-12[Hilton Hotels: CRM (9-809-029): Submission 5
22|Monday 9-Apr-12|Lecture: BusinesstoBusinessMarketing: Building Loyalty in Business Markets (RO509H)
23|Wednesday 11-Apr-12|Perelson Weiner LLP: HBS 9-506-006: Submission 6
24|Monday 16-Apr-12|Lecture: Social Media (9-510-095), ROT on Social Media (SMR 363)
25|Wednesday 18-Apr-12|UNME Jeans: Branding in Web 2.0 (9-509-035): Submission 7
26|Monday 23-Apr-12|Marketing Finance Interface I (SSF Journal of Marketing 1998)/Student Group Presentations
27|Wednesday 25-Apr-12[Student Group Presentations
28| Monday 30-Apr-12[Student Group Presentations
29| Wednesday 2-May-12|Course Wrap-up
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